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must work for CTE 


NASDCTEc's "CTE: Learning that works for America" 
campaign calls on CTE community to advocate 


BY KIMBERLY GREEN 


"Global competition and a weak economy are game changers in terms 
of how policymakers perceive the value of CTE and education overall. 
And the CTE community must convince policymakers that CTE has 
been able to evolve to meet the new demands of the economy." 


F unding threats have long 

loomed over career and techni¬ 
cal education (CTE). How¬ 
ever, congressional advocates 
have faithfully preserved investments 
in CTE—until fiscal year 2011. Despite 
many years of unwavering bipartisan 
support, even the most coveted programs 
are being held to a higher standard to 
showcase their worth and document their 
impact in order to survive these tough 
economic times. Global competition and 
a weak economy are game changers in 
terms of how policymakers perceive the 
value of CTE and education overall. 

And the CTE community must convince 
policymakers that CTE has been able to 
evolve to meet the new demands of the 
economy. 

Unfortunately, like most in the educa¬ 
tion world, CTE has not been diligent 
about documenting and broadcasting its 
success. We have noL been vocal and clear 
en o u gh i n c o m m u n i c a t i n g w h o we a re, 
who we serve, and the impact and growth 
of our programs. Now, on the heels of 


economic and educational shifts, a strong 
communications and marketing initiative 
is needed. In response to this demand, the 
National Association of State Directors 
of Career Technical Ed ucation Consor¬ 
tium (NASDCTEc) recently launched the 
“CTE: Learning that works for America” 
campaign. The initiative is designed to in¬ 
crease awareness of, and support for, CTE 
by providing advocates with the tools to 
communicate the value of CTE dearly 
a n d e ff e c l i ve 1 y. We h ope you w i 11 j oi n us! 

The CTE Brand Promise 

Think of your favorite chain retail estab¬ 
lishment, One of the things that makes 


these chains successful is consistency in 
the experience and product they offer. 
What is the CTE brand experience? It 
varies tremendously across the country, 
within states and even within schools. 

To apply these expectations of a brand— 
delivery of the exact same thing every 
place across the country wouldn’t be 
appropriate in an educational environ¬ 
ment, But given recent concerns raised 
by Secretary of Education Arne Duncan 
that CTE has “islands of excellence/* 
consistency in the CTE brand has been 
called into question. To be clear, we do 
not believe in building a cookie-cutter 
approach to CTE. Instead, the CTE 
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brand is about achieving a level of 
agreement and consistency m our core 
beliefs—what we stand for and what we 
hold ourselves accountable for 

To truly understand the GTE brand 
promise—the spirit and ambitions of 
“GTE: Learning that works for Amer¬ 
ica"—it is important to understand the 
efforts and ideas that led us to this point. 
Reflect, Transform, Lead: A New Visionfor 
Carter Technical Education* located on 
the Web at www.careertech.org/ 
resou rces/workfor ce-educat ion. 
htmL is the result of collaboration 
among GTE leaders from a range of 
organizations, including the Association 
for Career and Technical Education. The 
vision is framed by five principles: 

• GTE is critical to ensuring that 
the United States leads in global 
competitiveness. 

4 GTE actively partners with employ¬ 
ers to design and provide high- 
qua 1 11 y, dy nanile progra ins, 

* GTE prepares students to succeed 
m further education and careers. 

4 GTE is delivered through comprehen¬ 
sive programs of study (POS) aligned 
to the Nat ional Career Clusters 
Framework, 

4 GTE is a results-drive system that 
demonstrates a positive return on 
investment. 


CTE Brand Promise 

Career and technical education promises an 
unrelenting commitment to: 

• Continually improve the relevance and 
value of a student's educational 
experience, 

• Prepare students for success in both 
careers and college by employing career 
clusters and their curriculum framework, 
to ensure contextual learning and 
academic standards that reflect the 
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These five principles were our guide- 
posts by wh ich we crafted the “GTE: 
Learning lhat works for America" cam¬ 
paign. They define where GTE is headed 
and how we will get there. The brand 
promise defines our common core beliefs, 
which are critical to achieving the vision. 
And the campaign is about building 
awareness, consistency and advocacy for 


goals and interests of all learners. 

* Provide American business and 
industry with a highly skilled, sustain¬ 
able workforce. 

* Provide dynamic, innovative leadership 
for the nation's educational systems, 

* Serve as a strategic partner with sec¬ 
ondary and postsecondary educators, 
business and industry to strengthen 
America's competitive position in the 
global economy. Q 


where we are headed and the resources 
we need to get there. 

It is significant to note that the GTE 
brand promise is not intended to imply 
that CTE has achieved all of its goals; 
rather we are aiming to highlight the 
value of GTE and the pursuit to achieve 
an ambitious, yet tangible vision. The 
campaign is as much about defining 
where we are, as it is about where we plan 
to go. It is an expression of our dedication 
to ensuring GTE leads in the evolving 
landscape of our nation’s educational and 
economic future by providing quality pro¬ 
grams. We are moving toward a common 
goal and wo are leading the direction and 
shape of CTE’s fut ure. 

Get Involved 

The “GTE: Learning that works for 
America” campaign provides tools to 
help you get involved and advocate in a 
clear, consistent maimer regardless of m 
what state you reside, institution you rep¬ 
resent, or organization in which you are 
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a member. The NASDGTEc Web site, 
www.careertech.org, offers a range 
of free resources lo help Initiate your 
outreach to policymakers, business and 
industry, state leaders, affiliate advocacy 
groups and others who can serve as allies 
in our advocacy efforts. Some resources 
to help you include: 

* GTE campaign logo—Sign a User 
Agreement that ensures your commit¬ 
ment to upholding the brand, and you 
ca n ob t a i n t he ft le s for t h e “ C T E: 
Learning that works for America” 
logo. 

* Talking points—Key and brief 
digestible messaging to engage audi¬ 
ences based on their specific interests 
and perspectives. 

* GTE fact sheets—Data will grab 
the attention of individuals who want 
to be convinced that GTE provides 


a positive return on investment. 

* Brochure—A go-to document that 
c le arly a n d concise!y ex p 1 a i n s t he 
“GTE: Learning that works for 
America” campaign; serves as a 
conversation starter for your out¬ 
reach efforts. 

• 10 things to do now—Get start¬ 
ed with the top 10 items you can 
implement to support the campaign 
today. 

Tough economic limes have created 
challenges for GTE, but have also opened 
a w i n d ow of oppo r tu n i iy for u s to p rove 
that GTE can do its part in shaping the 
landscape of the nation’s future in educa¬ 
tion and the economy. Expressing our 
commitment to GTE in a consistent voice 
is critical to ensuring that wc provide the 
impact that is needed to garner the sup¬ 
port for GTE. 


We urge you to affirm your commit- 
mem to the “GTE: Learning that works 
for America” campaign. The time for 
leadership and commitment to CTE 
has never been greater. Recent funding 
cuts Lo the Carl L). Perkins Career and 
Technical Education Act have fanned the 
flames behind the campaign. The fight is 
only expected to continue. We have the 
direction and the tools; the time is now 
for us to work for CTE. D 


Kimberly Green 


is executive director of the Notional Association of Stale 
Directors of Career Technical Education Consortium. She con be 
contorted at kgreen@coreerreth.org. 


In le rested in exploring ihis logic 
further? Discuss it with your 
colleagues on the ACTE forums al www. 
acteonllne.org/forum g spx 


With more than half a ton of iron behind it; the PCNC I 100 brings the excitement 
of a real machine shop to your classroom. Desktop toys cutting wax and plastic 
simply cannot grab the attention of today's students. The fascination that can 
lead to a lifetime career begins with the thrill of that first serious project. 

For students that are new to CNC, we make it easy! 

The PCNC 1100 includes entry level CAD and CAM, And for 
student reference, all of our manuals and product spec sheets Jr . 

are available online. Whether it's building a competition 

robot or just cutting parts for a custom motorcycle, E| Am' L— ^ 

the strength and power of a serious machine tool like 
the PCNC 1100 Is the key to making it possible. 


Every PCNC 1 10O features; 

RB Spindle 1.5 hp variable speed to 5000 RPM^ 

Computer controlled spindle speed 
and direction 

Standard G code with DXF & 

HPGL file support 

Composition bonded 
slideways (similar toTurdte' 8 ^ 

Table size 34" *9.5" 
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Product information 
and online ordering at 

www.tormacfi.com 
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$7480 

(pius shipping) 
Shown with optional 
stand, LCD, keyboard arm, 
tool rack and keyboard 
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